INTRODUCTION
Advertising -among schools, government and news media -has been considered an 'awareness institution' in that it shapes people's basic concepts of how the world operates and what kinds of lives are worth living. No matter what effect advertising may have on general consumer demand for advertised goods, the linguistic choices are carefully made to appeal to the consumer's preferences and potential needs. As cultural groups are differentially vulnerable to particular persuasion strategies, the content and linguistic choices in advertising vary cross-culturally. This is expected to be reflected in the translation of advertisements. The choice of information modified in the 55 EnglishGreek advertisement pairs examined reveals differences in the cultural consumer's role and profile in the social situation. The way this cross-cultural variation is realized has implications on the translation process and the translator's role.
Advertisements are 'one-way' discourses and are said to create 'pseudocommunication'. They differ from 'two-way discourses' or 'genuine communication' (Fairclough 1989: 203) , where producer and interpreter roles alternate, in that, here, there is no negotiation of meaning between sender and addressee.
The data examined indicate differences between source and target versions of advertisements, with reference to (a) the content and content organization, and (b) the linguistic devices constructing a particular type of sender-addressee relationship. This distinction in the type of variation encountered, in the present data, corresponds to the distinction between the advertiser's presumed 'strategy ' and 'technique', respectively (Rotzoll 1985: 100) . 'Strategy' basically involves the decision about what is to be said, whereas 'technique' involves how it is said, the implementation of the advertising strategy. The differences encountered in the present data will be presented, below, along these lines.
THE DATA
The set of the 55 English-Greek ad pairs examined ranges from items advertising cosmetics, watches and tobacco to cars, airlines and paper copier machines, i.e. products which consumers have 'high involvement' with, as opposed to 'low-involvement' products like food, household items, liquor, candy etc. 2
The Strategy
'Strategic' decisions (what is to be said) in a target version of translated data can only marginally differ from source version strategic decisions. Translated material is not generally considered the best type of data for exploring original production preferences (Toury 1995) , anyway. Thus, content and content organization are rather rarely interfered with in the present set of data (10%), but when they do, the modifications may depict specific cultural norms.
In TT1, signed products, like a TAG-HEUER watch, are presented as a promise for social distinction and recognition. By contrast, in the source version, it is the qualities (resistance, precision, and endurance) which are associated with the wearer, rather than the impact of the brand sign on the social surrounding.
Rearranging text fragments in the target version may also conform to cultural considerations about priorities. In TT2, there is a particular view expressed as to whether appearance can be given priority over health; a rearrangement of the product advantages, in the target version, suggests that priority is to be given to health issues (part b: no ammonia --> no danger to the hair) over appearence (part a: natural looking color and brilliant shine). Besides, highlighting the function of the source subheadings as 'innovation announcing', in the target version, contributes to making the structure of discourse easily recognizable.
A second point of interference in terms of strategic decisions regulating content, is that there is a tendency for humour to disappear in the target advertisements. Rules and myths in advertizing are said to be product-bound (Schudson 1993: 76) . Volkswagen, for instance, was the first to use humour and self-mockery in advertisements. The present data indicate that they are culture bound, as well. In TT3 and TT4, the humourous effect created in the source versions has been completely disregarded. In ST4b, there is a denial of expectation technique which creates the humourous effect, namely that people usually like winning polls: they can't be glad to come bottom, which has not been mentioned in TT4b. By contrast, the target version simply states facts without recourse to this denial of expectation technique. In 4a, there is an impact-creating understatement (...letters we don't get that MIGHT interest you...) which has been turned into an explicitly strong statement (...but what is EXTREMELY FLATTERING is that...); besides, there is a suspense-creating technique (the actual referent, 'complaints', is being postponed) leaving the reader to assume, as in ST4a (rather than to be told, as in TT4a), that it is complaints we are talking about.
Similarly, in example 5, Delta Airlines comments on the situation that most airlines do not operate domestic routes in the US, so that passengers are often left to wait a long time until a connection is available for their final destination. A whole text fragment is omitted in the target version, thus completely overlooking the Gricean maxims (quantity (ST5a) & quality (ST5b)) which create a humourous effect. A slightly different type of interference with content is that avoiding particular implications following from the source structures, allows for humourous effects compatible with the target readership's cultural models. Air France advertises the rearrangement of space in aeroplanes, so that more space between seats allows more privacy for passengers. The two versions of the advertisement title comment on the possibility of a beautiful lady being seated next to the business traveller in two different ways.
Although the English version almost rejects the possibility of the beautiful lady being seated next to the passenger, thus disrespecting the passenger's self-image by humourously admitting pessimistic aspects of a desirable reality, the Greek version blurs this negative aspect by implicating a more optimistic view: even if she doesn't sit next to you... allows for the implication that there ARE actually chances for the thing to happen, thus contributing to building up the traveller's macho-type image. A humorous effect is preserved but there is no overt admitting of any pessimistic potential, which would need a humourous attitude towards life to be appreciated.
Content is, therefore interfered with in ad translating according to established target conventions. The source material is occasionally rearranged to conform to culturally imposed norms while impression creating techniques are abandoned in favour of informativity.
The Technique
Apart from strategic decisions, which result in interferences in terms of content, there are certain linguistic choices in advertising, as in all media, which 'regulate' the rela- tionship the ad constructs between advertiser and consumer. In fact, the construction of advertiser-consumer relationship is the first of the three dimensions of the ideological work of advertising discourse suggested in Fairclough (1989) . This is the 'building relations' dimension -contrasted to the 'building images' and 'building the consumer '(1989: 199) ones, which rather relate to 'strategy' adopted by the advertiser (see 1.1).
In the two versions of the present data, the difference in the relationship constructed between advertiser and consumer, is realized through two sets of modifications introduced in the target version: on the one hand, there is a set of modifications which could have been expected, because they have systematically appeared in other English to Greek translated media discourses, and, on the other, there is a set of modifications introduced in the Greek version which is contrary to modifications observed elsewhere in the English to Greek translation practice.
The expected set of modifications observed in the Greek version of the ads examined involves:
• raising the degree of certainty as far as the force of promises, predictions and suggestions are concerned, by silencing modal operators of uncertainty (TT7/8), modifying the force of utterances (TT9), or preferring coordinative contrastive connections over subordinative ones (TT10);
• enriching the cohesive network of the target version (TT9/11/12); • enriching the evaluative texture of the target version (TT10/12/14/18c).
In TT7/8, for instance, the degree of certainty on the part of the advertiser with respect to the prediction and promise made is raised, by rendering modal structures of probability and possibility in terms of present and future tenses, in Greek, whereas, in TT9, questioning is replaced by reassuring. Preferring coordinative structures over subordinative ones, as in TT10 ( µω (:however) is preferred over while), has the effect of creating a sharper contrast by highlighting the predominant part of the conjunction (Sidiropoulou 1992) .
Highlighting contrasts, and other cohesive links, is another widespread type of interference, not only in ad translation, but in press news translation in general (Sidiropoulou 1994) . There is a tendency on the part of the translator to enforce a stronger version of the oppositional view of the world generally adopted in the media, by explici- tating implicit contrastive shifts in translation. Such a tendency is obvious in TT11 and TT12 (see also TT9).
The contrastive shifts preferred in the persuasion strategy in Greek are not always supported by contrastive connectives. In TT13, the contrast creating intention of the translator made him/her combine information (I wash my hair every day...) which stands in a contrastive relationship to the rest of the discourse.
Another expectable interference, on the part of the translator, is enriching the evaluative texture of the target discourse. This has also been observed elsewhere in media translation and was said to be modifying the text-type, by enforcing the argumentative quality of the discourse. In TT12, there is an evaluative element been added (indeed), which is absent from the source. Similarly, in TT14, the item added, κι λα (:already), implies that the modified adverbial phrase should be considered an early point in the skin refreshment process, whereas, in TT18c, the addition of πλ ον (:already) implies that the skin has long enough suffered the damaging effects of the environment. These choices, which are more or less expected, create a stronger directness effect with respect to the relationship between producer and target consumer. However, there are certain distancing devices in the target version, which are not very commonly employed in English to Greek media translation, namely,
• avoiding imperative sentences, and • silencing first and second person pronouns.
Direct addresses of audience members with you are among the textual features widespread in advertising discourse in English (Fairclough 1989: 205) : they create a 'synthetic personalization of the audience member' implying an individual addresser. In the Greek version of the data, imperatives and first/second person pronouns are occasionally avoided.
Although instances of the use of imperative in the target version ARE present in the data 3 , there are a number of instances where the source imperative form has been avoided in Greek.
The use of the imperative mode is very common in advertising in English (Dyer 1982: 139) . Avoiding an imperative in favour of expository (rather than argumentative) devices -i.e. description is preferred over exhortation here -is reducing the immediacy of the advertiser-consumer relationship, thus creating distance. Another distancing device used is avoiding first and second person pronouns. In TT17, these pronouns have been rendered by nominalizations (evolution) and intransitive forms (went on).
Furthermore, in TT18, a second person pronoun, has been replaced by an indefinite pronoun (18a), a second person possessive adjective has been replaced by the generic use of the definite article in Greek (18c) and indefiniteness has been preferred over deixis (18b) It is indefiniteness and abstraction, that is, occasionally preferred over definiteness and informativity (see also ST/TT10). This is a rather unexpected tendency in media translation. In news headline translation (Sidiropoulou 1995b) dency observed: the Greek headlines examined were much more information sensitive than impression creating, by avoiding humour and figures of speech. Another rather unexpected device is the use of comparative forms in the target text, when there is no such indication in the source version. The use of comparatives could have been compatible with the evaluative tendency observed, but this has been disregarded elsewhere, in media translating. In press news translation, for instance, comparatives used in time reference were omitted in Greek (Sidiropoulou 1995c) because prominence was given to facts rather than accuracy, in time specification. In advertisement translation, although the use of comparatives does seem to pose unnecessary burden on ad processing, it is occasionally preferred over other source structures, evidently, because of the competitive nature of the activity.
Advertisements are a ripe object for analysis. The analysis of advertising may not substitute for an understanding of the economic, political, social and cultural forces that give rise to it, but ads are a vivid body of evidence about the consumer's profile in the social situation and the relationship constructed between consumer and advertiser. Howevers, translated versions of ads may not be as informative about cultural preferences as a prototype body. The analysis of a translated versions of ads can provide reliable evidence about the fairly strong target cultural preferences with respect to the structure of advertising discourse and the consumer's profile, evidence which, if disregarded, would have serious consequences regarding appropriacy of the target situation.
DISCUSSION
The 55 English-Greek pairs of advertisements examined showed differences in both content and the linguistic devices employed.
In terms of content, the structure of content organization was highlighted by addition of subheadings or explicating the key functions of utterences. Furthermore, the Greek version of the data is more information sensitive than impression creating since humourous effects or suspense-creating techniques are avoided and understatements are rendered in terms of strong statements. Similarly, social constraints are respected since taboo issues like admitting a pessimistic potential about a desired reality is avoided, in Greek, thus implicating character types compatible with target cultural models.
In terms of the linguistic devices employed, there are phenomena which are also interferred with, in the rest of the media, like the degree of certainty with respect to certain speech acts, the cohesive, and particularly the contrastive, network or the degree of evaluative texture of discourse. Furthermore, there are phenomena which are contrary to what is generally observed in English to Greek media translation. For instance, there is a tendency for imperatives, definiteness and first/second person pronouns to be avoided in the target version. These devices are favoured elsewhere in social situations in Greek, contrary to English. It is assumed that these distancing devices are employed in advertising in order to ensure the appropriate social distance between producer and consumer which is reduced by the use of the devices which maximize directness. As Greek distinguishes between singular and plural forms of address, distancing is also supported by the plural (rather than singular) second person addresses used throughout the target version. The producer does sound certain about what s/he is promising, suggesting or predicting. However, the persuasive strategy in Greek requires more distance to be ensured between producer or consumer which would make the producer sound less biased and would allow the consumer more mental space to process the information offered. It is as if the producer presupposes that the consumer is going to take up the role of the denier and is, therefore, prepared to leave space for objections. Maximizing the distance between advertiser and consumer could be seen as an effort for the target advertising discourse to be kept within the one-way public discourse of the media rather than become a two-way, face-to-face discourse. Although advertisements are part of media discourse, there are different rules operating with respect to the politeness strategy employed cross-culturally. For instance, in press news translation, there is a stronger tendency for the interpersonal distance between producer and addressee to be minimized in the target version. On the other hand, in advertisement translation, the translator is occasionally less willing to adopt this distance minimizing technique. Furthermore, part of what is not rendered, in ad translating, are the impression-creating elements in favour of informativity and the producer-addressee distanceminimizing techniques. Informativity is favoured in news headline translation (Sidiropoulou 1995b), whereas the distance maximizing tendency has not been observed elsewhere in media translation.
As mentioned above, rules and myths in advertising are said to be product-bound (Schudson 1993: 76 ). An instantiation of this, in the present data, is the fact that humour has been employed in airline advertising (TT6), but not in cosmetics or watch advertising. Similarly, there is a non-uniform manner of translator interfering throughout the data. With respect to this non-uniformity of behaviour in English-to-Greek ad translation, the question arises as to whether the translator's behaviour varies according to the type of product advertised. This would not be surprising because in 'soft-sell' approaches (perfumes, cosmetics, beers, liquor) impression is of greater importance than information (Rotzoll 1985: 102/104) , whereas in the 'hard-sell' school (eg. office equipment) the advertiser assumes the addressee to be more information sensitive, and thus, produces ads heavy on facts.
In the present data, the types of interferences observed have been distributed over the types of products advertised. It appears that cosmetics are the most tolerant product type with respect to the number of modifications introduced by the translator. It is the product type which allows the unexpected set of modifications in media translation. Table 1 shows the distribution of a selected set of interference types encountered in this set of ad translating data over four product types. Strategic and expected technical decisions in discourse construction are -to some extent -observed in all product types. By contrast, the unexpected set of modifications are associated with cosmetics rather than any other product type.
It is shown that, within the same genre, the translator's behaviour fluctuates with respect to the product type advertised. No matter what reasons impose such a non-uniform translation strategy in English-to-Greek advertising, translators should be made aware that there may be genre-internal types of variation which govern translation practice. In the case of advertising, the differing translator behaviour may be due to fac- 
